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2014-2015 GULF SHORES 
RESULTS & INSIGHTS 
 
Arrivalist 
OUR DESTINATION 
OUR DESTINATION 
We have hotels… 
But vacation rentals dominate the market. 
THE QUESTION: Where do visitors come from and which ads 
bring them? 
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A DIFFERENT WAY TO CLOSE THE LOOP ON WHICH 
ADS WORK 
o  Close the loop 
	  
o  Tangible impact  
o  Representative of  
all visitation 
o  A Common Denominator 
for All Online Media  
o  Creates a 360 degree 
view 
UNLOCK TRUE R.O.I 
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Discussion	  Topic:	  	  
*Arrivals	  as	  a	  
Metric;	  how	  to	  use	  
the	  data	  gathered	  
from	  our	  
observaDon	  of	  
locaDon	  changes	  
from	  exposed	  
devices.	  
	  
Cree	  will	  present	  
from	  Powerpoint	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QUICK OVERVIEW: HOW IT WORKS 
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*How	  Arrivalist	  
measured	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changes	  from	  
exposed	  devices.	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Advertising Ad 
You’ve 
Arrived 
App notifies  
advertiser of arrival 
User views Arrivalist 
Powered Ads or 
Content 
Welcome! Hi 
User gets relevant ads 
 while in market 
User Moves Technology finds user  
in new location 
Advertiser Receives 
report which shows ads  
resulted in arrivals 
BEST PRACTICES: WHAT WE’VE LEARNED 
o  Unique Ways to view your data 
that you don’t even know about 
yet. 
o  Let the data Surprise you. The 
Importance of keeping an open 
mind because there will be 
surprises and anomalies 
o  Be willing to challenge 
preconceived notions about 
consumer travel behavior 
o  New technologies allow what 
was previously un-trackable to 
be analyzed (in real time) 
PROGRAM IN REVIEW 
o  Program Began in April, 2014 
o  Over 18 Months in Market 
o  Over 40,000 Verified Arrivals (Sample Size) 
o  Lots of Surprises 
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CAMPAIGN INSIGHTS 
Arrivalist 
ORIGIN MARKETS REPORT 
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DAYS TO ARRIVAL: OWNED VS PAID 
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40% arrive more than 30 days later 53% arrive more than 30 days 
later 
Display	  Ad	  Programs	  Gulf	  Shores	  Web	  Website	  
QUARTER OVER QUARTER AD IMPACT  
DuraDon	  of	  Time	  Between	  Site	  Visit	  	  (boQom)	  and	  
Arrival	  (top)	  fluctuates	  drasDcally	  between	  seasons	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MEDIA EFFICIENCY BY ORIGIN MARKET 
This chart 
llustrates which 
markets Gulf 
Shores’ media is 
most effective in. 
 
Insights may be 
broken down in to: 
•  Different time-
frames (i.e. 
Winter vs. 
Summer)  
•  Different media 
types (i.e. Site 
Visit vs. Banner 
ads 
NOV-MAR MOST EFFICIENT MARKETS 
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APR-JUN MOST EFFICIENT MARKETS 
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Thank you. 
Unique	  Ways	  to	  view	  your	  data	  that	  you	  
don’t	  even	  know	  about	  yet.	  
Let	  the	  data	  surprise	  you.	  The	  
Importance	  of	  keeping	  an	  open	  mind	  
because	  there	  will	  be	  surprises	  and	  
anomalies	  
Be	  willing	  to	  challenge	  preconceived	  
noDons	  about	  consumer	  travel	  behavior	  
Questions?  
 
Joanie Flynn 
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jflynn@gulfshores.com 
 
New	  technologies	  allow	  what	  was	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